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-

 Group 1:
 Group 2: 

-

Stage 1: Self-Perception Assessment
Participants completed the Agency and Communion Orientation Scale de-

Stage 2: Advertising Evaluation

brand-level messages -
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Nike Advertisement

communal values -

Adidas Advertisement

agentic values -

Chevrolet SUV Advertisement
communal themes -

Volkswagen ID.3 Electric Car Advertisement
agentic themes

-

-
domized order across participants.
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Table 1. 

Gender Age
Communion 

points
Agency 
points

N A C V

1. female 20–30 154 117 103 87 91 138

2. male 20–30 137 114 96 68 93 92

3. female 20–30 135 140 76 95 74 108

4. male 20–30 157 105 98 70 121 116

5. female 20–30 122 131 69 71 118 94

6. male 20–30 148 92 75 69 39 76

7. female 50–60 100 130 87 74 98 109

8. male 50–60 110 106 82 76 114 78

9. female 50–60 140 105 65 62 112 103

10. male 50–60 141 142 105 100 55 86

11. female 50–60 141 123 94 62 142 91

12. male 50–60 156 129 92 84 125 114

Source

-

-
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-

-

-

-

-
-
-

-

and more suited to their needs.
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Table 2. 

With brand
With  

product
With brand  
and product

Convergence of the “self”  
of the respondents

10 Out of 12 9 Out of 12 7 Out of 12

Source

their personality traits.
-

-

-

Brand Preferences: 10 out of 12 participants 

-
-

ment and autonomy.
Product Preferences: 9 out of 12 participants

-
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-

-

-

consumer identity 
and self-concept social comparison theory social iden-
tity theory

social identity
agency and communion

impressions.

emotional engagement
belonging to a community independ-

ence and strength -

alignment
-

decision-making processes.
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 that could 
agency or communion

individualistic 
cultures

collectivist cultures

self-con-
strual and the importance of group vs. individual goals

decisions.

advertising 
content For instance:

Nike communion and equality, targeting con-

Volkswagen personal 
dreams and goals -

Marketers should implement personalised campaigns that consider the agen-
tic and communal pre-campaign 
research

-
psychographic surveys or in-depth interviews, companies 

-

adapt advertising distribution depending on the 
cultural and social collectivist cultures, campaigns 
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individualistic cultures, messages emphasising personal achievements and inde-
pendence

 and diverse
agentic or communal

communication channels -
personalised and emotionally engaging.

self-congruity
-
-

communal or agentic.

-

-

-

-

scenarios.
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